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Analysis of Customer Satisfaction Index (CSI) on 
Marketing Mix From a Management Perpective to 
Determine the Level of Customer Satisfaction
 
(Case study at PT. Global Technindo Utama) 
Email:  heykal.ae@gmail.com 
ABSTRACT 
This study aims to analyze the marketing mix of products marketed by PT. Global Technindo Utama. The 
approach was carried out descriptively and evaluatively. The sample was 30 customers who hold managerial 
and director positions. Primary data were obtained by conducting interviews between researchers and 
respondents and data analysis using the Customer Satisfaction Index (CSI). The research results prove that the 
Customer Satisfaction Index (CSI) in the marketing mix is 97% in the good category. There was a gap between 
expectations and reality towards 7 (seven) marketing mixes. Improvement is needed in 4 strategies of product, 
price, employees (people) and processes. This research is expected to contribute to sales increase for all 
companies with a comprehensive evaluation of the marketing mix carried out. 
Keywords: Customer Satisfaction Index, Customer Satisfaction 
1. INTRODUCTION 
Achieving product sales targets is the main goal in a 
business. However, in reality, achieving product sales 
targets is not easy. Many factors contribute to the low 
interest in products offered in the market. PT. Global 
Technindo Utama is a Go Public company engaged in 
the sale of telecommunications cost saving system 
products. The current management concentration is 
evaluating sales data from 2015 to 2018 with the 
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Source: PT. Global Technindo Utama Surabaya 
Figure 1. Sales of PT. Global Technindo Utama 
January 2018-December 2018 
 
What cause the sales volume to decrease? According 
to Ramaseshan, Ishak and Kingshott (2013) mistakes in 
the preparation and implementation of the marketing 
mix have an impact on decreasing sales. This, for 
example, the company's internal processes in marketing 
strategy formulation such as cultural innovation, top 
management support, marketing manager competency 
analysis, and the extent to which market managers are 
involved, which are hypothesized to positively affect the 
credibility of the marketing strategy. Kotler (2000) 
argues that several factors affect sales volume, 
including: (1) selling price; (2) products (goods or 
services) being offered; (3) designed promotions; (4) 
distribution channels and (5) quality. Meanwhile, 
according to Swastha (2001), the factors that influence 
sales include (1) the condition and ability of the seller; 
(2) market conditions; (3) capital; (4) internal company 
conditions; and (5) other factors. They are part of the 
marketing strategy adopted by the company. 
Given the purpose of establishing the marketing mix 
to integrate activities in marketing for a certain time 
which is expected to increase product sales, product 
marketing needs to be more organized in order to 
produce results according to predictable expectations. 
There are too many internal and external factors that 
will interfere with marketing in its later application 
(Anisa, 2012). 
Based on the description, this study seeks to analyze 
customer satisfaction through the marketing mix using 
the Customer Satisfaction Index (CSI) method. This 
method is used to determine the level of overall 
customer satisfaction with an approach that considers 
the importance of the measured product attributes. Thus, 
clear data regarding the level of customer satisfaction 
were obtained. They were then used as material for 
periodic evaluations to correct mistakes and improve 
services. Assessment using the Customer Satisfaction 
Index (CSI) method is carried out on managers and 
directors, this is possible because managers and 
directors are customers who use PT. Global Technindo 
Utama. 
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2. THEORETICAL FRAMEWORK AND 
HYPOTHESIS 
2.1. Marketing 
According to Kotler and Armstrong (2015) 
marketing is a process by which companies create value 
for customers and build strong customer relationships to 
capture value from customers in return. Marketing is not 
only a business function but also involve dealing with 
customers, understanding, creating communication and 
providing customer value and satisfaction. The simplest 
definition of marketing is delivering satisfaction to 
customers while bringing business profits. The two 
main things in marketing are to find new customers by 
promising extraordinary value while retaining existing 
customers by providing existing customers with 
satisfaction. Marketing according to Kotler, quoted by 
Tjiptono (2014) is "a social and managerial process in 
which individuals and groups get what they need and 
want through the creation and exchange of products and 
values with each other." 
2.2 Marketing Management 
According to Daryanto (2011) marketing 
management is analysis, planning, implementation and 
control of programs designed to create, build and 
maintain profitable exchanges with target buyers, to 
achieve organizational goals. This is also the activity of 
analyzing, planning, implementing, and controlling 
programs designed to form, build, and maintain, the 
benefits of exchanges through target markets in order to 
achieve the company's organizational goals in the long 
term (Assauri, 2013) with the scope of marketing 
concepts and processes, factors environment, market 
analysis, target market selection, marketing planning, 
integrated marketing policies and strategies, products, 
pricing, distribution, promotion and marketing 
organization. Buchori and Djaslim (2010) explained that 
"marketing management is the process of planning and 
implementing the conception, pricing, promotion, and 
distribution of ideas, goods, and services to produce 
exchanges that satisfy individuals and meet 
organizational goals." 
2.3. Marketing Mix 
According to Alma (2005) "Marketing mix is a 
strategy to combine marketing activities in order to 
create the maximum combination so that the most 
satisfying results will emerge. Meanwhile, Kotler and 
Amstrong (2015) define marketing as "the set of tactial 
marketing tools that the firm blend to produce the 
response it wants in the target market." 
Marketing strategy is a plan that describes the 
company's expectations of the impact of various 
marketing activities or programs on government 
products or product lines in certain target markets 
(Tjiptono, 2014). Marketing strategy must pay attention 
to the company's marketing mix. In the marketing mix 
there is a set of marketing tools known in the term 4P, 
namely product, price, place and promotion. In service 
marketing, there are several additional marketing tools 
such as people, physical evidence and process known as 
7P (product, price, place, promotion, people, physical 
evidence, and process). 
2.4 Customer Satisfaction Index (CSI) 
A research by Syukri (2014) showed that Customer 
Satisfaction Index (CSI) is very useful for internal 
company purposes; for example, monitoring service 
improvements, employee motivation and giving bonuses 
to represent the overall level of customer satisfaction. 
Customer Satisfaction Index is used to analyze the 
overall level of customer satisfaction. Statistics show 
that it costs less to retain customers than to find new 
customers. One of the efforts to maintain customer 
satisfaction is to monitor what they want from the 
products / services presented (Aritonang, 2005). 
The method of measuring the Customer Satisfaction 
Index includes 2 stages: 
1. Calculating the weighting factors, i.e changing 
importance score into a percentage number, so that the 
total weighting factors are 100% 
2. Calculating the Customer Satisfaction Index by: a) 
Calculating the weighted score, namely the 
multiplication value between the satisfaction score and 
the weighting factors; b) Calculating the weighted 
average, namely adding up the weighting scores of all 
attributes; c) Calculating CSI, which is the weighted 
average divided by the maximum scale used, then 
multiplied by 100%. 
Table 1 Customer Satisfaction Index Interpretation 
Index Figures Interpretation 
X ≤ 64 % Very Poor 
64 % < X ≤ 71 % Poor 
71 % < X ≤ 77 % Cause for concern 
77 % < X ≤ 80 % Borderline 
80 % < X ≤ 84 % Good 
84 % < X ≤ 87 % Very Good 
87 % < X Excellent 
Note: X: customer satisfaction index number 
2.5. Research Flow 
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Figure 2. Research Framwork 
3. METHOD 
This is a descriptive research which means the 
description or type of research that is intended with the 
aim of describing events that have existed and are still 
happening today or even in the past. This also includes 
evaluation research where research aims to re-check the 
process of a system so that in the end the results in the 
form of advantages and disadvantages in the process 
implementation can be obtained. Thus, system 
improvements in the future can be made. The population 
in this study were all 30 customers with director and 
executive director positions of marketing and sales, 
marketing managers and some in department head 
positions. The data collection method is structured 
interviews with predetermined directors and managers. 
Indicators of statements from strongly agree (SS) to 
strongly disagree (STS) with a score of SS = 5; S = 4; 
BS = 3; TS = 2; STS = 1. Data analysis using the 
Customer Satisfaction Index measurement method 
includes 2 stages including calculating the weighting 
factors by changing the Importance score into a 
percentage number so that the total weighting factors 
are obtained 100%. The next step is to calculate the 
Customer Satisfaction Index by first calculating the 
weighted score, which is the multiplication value 
between the satisfaction score and the weighting factors. 
Second, calculating the weighted average, which is 
adding up the weighting scores of all attributes. The 
third step is to calculate the CSI, which is the weighted 
average divided by the maximum scale used and 
multiplied by 100%. The next step is to analyze and 
interpret the CSI values and then conclude them as a 
result of this research. 
4. DATA ANALYSIS AND DISCUSSION 
Descriptive analysis is used to describe the 
characteristics of the respondent and the respondent's 
response to each of the research variables. The 
characteristics of the respondents are shown in table 2. 
Table 2 Respondent Characteristic 
Gender Total Percentage 
Male 19 63,3% 
Female 11 36,7% 
Age (in years0   
20-25  7 23,3% 
26-30  19 63,3% 
31-35  3 10% 
36-40  1 3,3% 
Position   
Head of IT 7 23,3% 







Director 4 13,3% 
Duration   
1-2 years 19 63,3% 
≥ 2 years 11 36,7% 
Area   
Surabaya 14 46,7% 
Sidoarjo 2 6,7% 
Mojokerto 2 6,7% 
Jombang 5 16,7% 
Malang 7 23,3% 
Source: Data processed, 2020. 
Table 2 shows that 19 (63.3%) respondents were 
male and 11 (6.7%) respondents were female. Most of 
the respondents were between 26-30 (63.3%). A total of 
7 (26.7%) respondents were general affairs managers. 
Head of IT was the second highest position with 7 
(23.3%) respondents. The third largest number of 
respondents served as general affairs by 6 (20%) of 
respondents, followed by general support staff by 5 
(16.7%) and the least number were respondents who 
served as directors by 4 (13.3%). The first biggest group 
Inventory of respondents and make contact 
Questionnaires Filling and data tabulation 
CSI (Expectations and Performance) Calculation 
CSI Analysis and Interpretation 
Conclusions and recommendations 
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of respondents have used the services of PT. Global 
Technindo Utama for 1-2 years followed by the second 
larger group of respondents by 2 years. Table 1 also 
shows that most of the respondents came from Surabaya 
by 14 (46.7%), followed by Malang by 7 people 
(23.3%), Jombang  by 5 (16.7%) and the last Sidoarjo 
and Mojokerto by 2 (6.7%), respectively. 
4.1. Informant Responses to Product Factors 
4.1.1. Customer Satisfaction Index (CSI) Product 
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Source: Data processed, 2020 
The achievement of the Customer Satisfaction Index 
(CSI) product factor was very good (91%). Based on the 
results of the mapping of the Most Importan Score 
(MIS) as the abscissa point on the y-axis and the Most 
Satisfaction Score (MSS) as the abscissa point on the x-
axis towards 4 aspects for the product factor in Table 3, 
a Cartesian diagram is shown in Figure 3. 
Figure 3 shows that there are 2 indicators of product 
measurement in quadrant I or the main priority i.e the 
products of PT. Global Technindo Utama is good in the 
quality and easy to remember. This illustrate that PT. 
Global Technindo Utama needs make improvements on 
this indicator to increase customer satisfaction. 
However, there are 2 indicators of product measurement 
that fall into quadrant IV or excessive category. 
Figure 3. Product Cartesian Diagram 
4.1.2. Price 
























































































































Source: Data processed, 2020 
The achievement of the Customer Satisfaction Index 
(CSI) value for the price factor was very good (93%). 
Based on the results of the mapping of the Most 
Important Score (MIS) as the abscissa point on the y-
axis and the Most Satisfaction Score (MSS) as the 
abscissa point on the x-axis towards 3 aspects for the 
price factor in Table 4, the resulting Cartesian diagram 
is presented in Figure 4. 
Figure 4 shows that there is 1 indicator for 
measuring the entry price in quadrant I or top priority. 
This means that the product has competitive prices. This 
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shows that PT. Global Technindo Utama must make 
improvements on this indicator to increase customer 
satisfaction. However, there are 2 price measurement 
indicators that fall into quadrant II or the maintain 
performance category, namely affordable prices and 
prices according to benefits. 
Figure 4. Price Cartesian Diagram 
4.1.3. Promotion 






























































































































Source: Data processed, 2020 
The achievement of the Customer Satisfaction Index 
(CSI) value for the promotion factor was very good 
(103%). Based on the results of the mapping of the Most 
Importan Score (MIS) as the abscissa point on the y-axis 
and the Most Satisfaction Score (MSS) as the abscissa 
point on the x-axis towards 3 aspects for the promotion 
factor in Table 5, a Cartesian diagram is generated in 
Figure 5. 
Figure 5 shows that the company promotion does not 
experience problems related to customer dissatisfaction. 
There was 1 indicator of promotion included in quadrant 
III or low priority, i.e price promotions to consumers 
who can recommend to others. There were 2 indicators 
of promotion measurement that fall into quadrant IV or 
excessive category, they were the success of 
advertisements in newspapers to introduce companies 
and interesting events/activities offered by PT. Global 
Technindo Utama. 
Figure 5. Promotion Cartesians Diagram 
4.1.4 Location 









































































































Source: Data processed, 2020 
The achievement of the Customer Satisfaction Index 
(CSI) value for the location factor was very good (91%). 
Based on the mapping results of the Most Important 
Score (MIS) as the abscissa point on the y-axis and the 
Most Satisfaction Score (MSS) as the abscissa point on 
the x-axis towards 2 aspects for the location factor in 
Table 6, a Cartesian diagram is shown in Figure 6. 
Figure 6. Cartesian Diagram of Location 
Figure 6 shows that the company location did not 
cause problems related to customer dissatisfaction. All 
location measurement indicators fell in quadrant II or 
maintain performance. The location of PT. Global 
Technindo Utama is strategic and easy to access. 
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4.1.5 Employee (People) 
Table 7 Results of Employee Questionnaire 












































































































































































Source: Data processed, 2020 
The achievement of the Customer Satisfaction Index 
(CSI) value for the Employee factor (People) was very 
good (99%). Based on the results of the mapping of the 
Most Importan Score (MIS) as the abscissa point on the 
y-axis and the Most Satisfaction Score (MSS) as the 
abscissa point on the x-axis towards 5 aspects for the 
Employee factor (People) in Table 7, the Cartesian 
diagram is as follows: 
 
Figure 7. Cartesian Diagram of Employee (People) 
Figure 7 shows that there are 2 employee 
measurement indicators that fall into quadrant I or top 
priority. The ability of PT. Global Technindo Utama is 
very kind and they have high attention to questions and 
complaints. This illustrates that PT. Global Technindo 
Utama must make improvements on this indicator to 
increase customer satisfaction. On the other hand, there 
are 2 indicators for measuring employees who fall into 
quadrant IV or the excessive category. PT. Global 
Technindo Utama is kind and neat. They can also 
respond to questions and complaints quickly and 
precisely. The employee's attitude was also perceived 
good. 
4.1.6. Process 
































































































































Source: Data processed, 2020 
The achievement of the Customer Satisfaction Index 
(CSI) value for the process factor was good (83%). 
Based on the results of the mapping of the Most 
Importan Score (MIS) as the abscissa point on the y-axis 
and the Most Satisfaction Score (MSS) as the abscissa 
point on the x-axis towards 3 aspects for the process 
factors in table 8, a Cartesian diagram is produced as 
follows: 
Figure 8. Cartesian Process Diagram 
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Figure 8 shows that there are 2 indicators of process 
measurement fell into quadrant I or the main priority, i.e 
installation procedures and good service processes. This 
illustrates that PT. Global Technindo Utama should 
make improvements on this indicator to increase 
customer satisfaction. However, there is 1 process 
measurement indicator that is included in quadrant II or 
maintain performance, which is a good product 
installation procedure. 
4.1.7. Physical Evidence 












































































































































Source: Data processed, 2020 
The score of the Customer Satisfaction Index (CSI) 
value for the Physical Evidence factor was very good 
(103%). Based on the mapping of the Most Important 
Score (MIS) as the abscissa point on the y-axis and the 
Most Satisfaction Score (MSS) as the abscissa point on 
the x-axis towards 3 aspects for the Physical Evidence 
factor in Table 9, the Cartesian diagram is produced as 
follows: 
Figure 9. Cartesian Physical Evidence Diagram 
Figure 9 shows that the physical condition of the 
company does not contribute to problems related to 
customer dissatisfaction. There are 2 indicators of 
physical evidence measurement that fall into quadrant 
III or low priority, i.e. good layout and large vehicle 
parking lots. There is one indicator of physical evidence 
measurement that falls into quadrant IV or the excessive 
category where the furniture is neat and orderly. 
 
4.2. Discussion 
The value of the Customer Satisfaction Index (CSI) 
fell into good category (97%). There was a gap between 
expectations and reality on the evaluation of 7 (seven) 
company marketing mixes and this needs to be taken 
into account by the owners or managers of the research 
object companies. The following part elaborates the 
finding: 
4.2.1. Product 
There are 2 (two) indicators of product factors as the 
main priority for improvement, product quality and 
product recall. 
This illustrates that the quality of telephone saver 
products manufactured by PT. Global Technindo Utama 
did not satisfy customer expectations. A product is 
anything that a producer can offer to be noticed, 
requested, sought, purchased, used or consumed by the 
market as a fulfillment of the market's needs. If the 
product purchased does not meet consumer 
expectations, the consumers will not be satisfied and the 
worst possibility is that they will no longer use the 
product and look for products that match their 
expectations. 
According to Sangadji (2013: 15) a product is 
something that companies can offer to the market to 
meet consumer needs and desires. Products are able to 
make consumers satisfied because marketers provide 
various product variations according to different 
consumer needs, sell products that have an image or 
name that consumers can be proud of in using them, and 
provide or convey product functions and benefits 
accompanied by satisfactory service quality. Research 
conducted by Suwarni (2011), Sudarsono (2009), Adnan 
(2006), and Johannes (2009) strengthen the concept of a 
positive effect of products on satisfaction. 
Most of the respondents state unfamiliarity towards 
the products offered by PT. Global Technindo Utama. 
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This shows that Brand awareness of the product is low. 
Brand awareness is very important for business because 
it not only invites consumers to make their first 
purchase but also subsequent purchases. People are 
more likely to buy goods or use services from names 
they trust and are easily recognizable, for example from 
a company logo and business tagline. The company 
brand is the first thing that will come to the mind of 
consumers when buying something. In addition, if they 
are satisfied with the company brand, they will likely 
tell others about the company brand which of course 
will be very helpful for the company brand. 
Brand awareness is also commonly used as a 
measure of the performance of a brand. Every year, 
companies invest to continuously improve and raise 
their brand awareness level. Brand awareness is always 
monitored and if there is a decline. Companies will use 
all advertising and marketing strategies until their brand 
awareness returns. This is also an important key in 
marketing planning and strategy development. 
4.2.2. Price 
For the price factor, there is 1 (one) indicator which 
is the company's main priority to be improved, namely 
competitive price. There are not many companies that 
compete with the telephone saver product produced by 
PT. Global Technindo Utama. This makes the price a bit 
expensive. However, this high price is directly 
proportional to the decline in monthly telephone and 
cellphone bills. Unfortunately, consumers don't 
understand this. The right price is a price that is in 
accordance with the product quality of an item, and the 
price can provide satisfaction to consumers. 
It is hoped that the establishment of an affordable 
price policy based on the capabilities of the consumer 
and the price level that is in accordance with the quality 
and benefits of the goods or services offered is expected 
to be able to provide a good orientation to consumers so 
that it can create a sense of satisfaction and loyalty. 
Suwarni (2011), Haryoso (2009) and Wijayanti (2009) 
support the concept of the relationship between price 
and satisfaction with the results of the research stating 
that there is a positive influence on the price variable on 
satisfaction. 
4.2.3. Employee (People) 
In the employee factor (People), there are 2 (two) 
indicators which are the top priority of the company to 
improve, they are good quality employees and high 
attention given by the employee towards questions and 
complaints. 
This illustrates that according to respondents; 
employees’ skill is poor and they have low attention to 
complaints and inquiries from consumers. Employees 
who serve customers must have the ability to serve 
appropriately and quickly. In addition, employees must 
have the ability to communicate, be polite, be friendly 
and take full responsibility for customers, and have 
good knowledge and skills in understanding customer 
needs. If this is not fulfilled, it will have an impact on 
the survival of the company. 
The satisfaction and loyalty felt by consumers is 
based on the appearance and personal neatness of the 
employees who serve them, friendliness in service and 
high responsiveness in meeting the needs of consumers. 
Research by Thusyanthy and Senthilnathan (2011), 
Haryoso (2009) and Haryati (2010) can be used as a 
concept of the influence of employee performance on 
satisfaction and loyalty because this study states that the 
performance of people / employees has a positive 
relationship with satisfaction. 
4.2.4. Process 
There are 2 (two) indicators that are the company's 
top priority in the process factor, namely good service 
processes and timeliness in the service process. 
These illustrate that according to consumers; service 
process and the sequence of service process activities do 
not meet their expectations. The quality of customer 
service can be divided into two criteria, namely the type 
of good and bad service quality. This quality of service 
is not something permanent or rigid, but rather flexible 
and changeable. Changes in the form of improving 
service quality to make it even better. In the process of 
changing the quality of service, several things are 
needed to support the process. For example, surveys or 
observations to customers, including in the form of 
input, opinions and feedback about services that have 
been provided. 
This service quality can be interpreted as the level of 
guest or consumer satisfaction. Guest satisfaction can be 
obtained from a comparison of the types of services that 
are actually received by consumers and expectations. 
The type of good service quality is the type of service 
that is satisfying and in accordance with consumer 
expectations. However, if this service can exceed 
consumer expectations, then this type of service quality 
can be categorized as very high quality or very 
satisfying service. Poor service quality is the type of 
service that falls far below standard or does not match 
the service expectations expected by consumers. 
Service quality is important because it has a direct 
impact on the company's image. Good service quality 
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will be an advantage for the company. With a positive 
value given by consumers, feedback from consumers is 
good and create the possibility of increasing to repeat 
orders. Therefore, it is very important to consider 
aspects of customer satisfaction related to the quality of 
service provided. The types of services that can be 
provided, for example, are in the form of ease, speed, 
ability, and friendliness which is shown through direct 
attitude and action to consumers. 
Marketers need to understand the nature of the 
processes that their customers are exposed to (Lovelock, 
2007: 31). If the process that consumers go through in 
making transactions is quite simple and does not harm 
the mind, time and energy, consumer satisfaction and 
loyalty will be formed. In research conducted by 
Johannes (2009), Adnan (2006) and Wijayanti (2009), 
process variables were stated to have a positive 
relationship with satisfaction. Service quality can also 
improve customer perceptions of brand image and 
increase customer loyalty (Raditha, Clemes, and Dean, 
2017). After customers get good service on the 
dimensions of service quality, the perception of the 
brand increases and customers will consider them re-
purchasing or reusing the service and recommending it 
to others. Service quality is also significantly and 
positively related to customer loyalty, the better the 
service quality, the higher the loyalty to the brand or 
company. The results of previous research (Minh and 
Huu, 2016) concluded that service quality is one source 
of increasing customer loyalty. 
4.2.5. Research Implication 
The results of the study found that Customer 
Satisfaction Index (CSI) score was 97% and fell in the 
good category. However, several factors need 
improvement due to poor ratings from respondents. This 
includes product quality that does not meet customer 
expectations and most respondents are unfamiliar with 
the saver products offered by PT. Global Technindo 
Utama. For that, PT. Global Technindo Utama must 
make several efforts such as improving product quality 
by using products from trusted distributors. Increasing 
product information for consumers can be done by 
direct selling and advertising in newspapers or social 
media. 
Telephone saver product offered PT. Global 
Technindo Utama has competitive prices because not 
many companies become competitors for similar 
products. This makes the price expensive yet result in 
decrease in phone and cellphone bills monthly. This is 
poorly understood by consumers. The right price is a 
price that is in accordance with the product quality of an 
item, and this price can provide satisfaction to 
consumers. 
In the employee variable (People), consumers see 
that the employee's ability is poor and that there are 
complaints and questions from low consumers. 
Employees who serve customers must have the ability 
to serve appropriately and quickly. In addition, 
employees must have the ability to communicate, be 
polite, friendly and fully responsible and have good 
knowledge and abilities in understanding customer 
needs. If this is not fulfilled, it will have an impact on 
the survival of the company. This can be corrected or 
avoided by providing training to employees for 
increased competence and competitiveness. For process 
variables, consumers see that the service process and the 
sequence of service process activities of PT. Global 
Technindo Utama does not live up to customer 
expectations. It takes several steps to support process 
improvement. For example, surveys or observations to 
customers, including in the form of input, opinions and 
feedback about services that have been provided. 
5. CONCLUSION, LIMITATIONS, AND 
SUGGESTION 
5.1. Conclusions 
The results showed that the Customer 
Satisfaction Index (CSI) in the marketing mix conducted 
by PT. Global Technindo Utama accounted for 97% of 
good category. There was a gap between expectations 
and reality towards 7 (seven) marketing strategies with 
4 factors, namely product, price, employees and 
processes requiring improvement. 
The product quality of PT. Global Technindo 
Utama did not live up to customer expectations. Most of 
the respondents also have low product familiarity. In 
sum, brand awareness of the product is low. The price 
of the product expensive, but it has an impact on 
lowering monthly phone and cellphone bills. However, 
consumers' understanding of this comparison is low. 
According to consumers, employees of PT. 
Global Technindo Utama has low skills in its work and 
does not pay attention to complaints and questions from 
consumers. According to consumers, the service process 
and the sequence of service process activities of PT. 
Global Technindo Utama did not satisy their 
expectations. 
5.2. Limitation 
The study involved a limited number of 30 research 
subjects. Thus, the results cannot be generalized to a 
large number of subjects. This study only uses a 
questionnaire and not direct interviews with customers; 
thus the researchers could not obtain reasons for 
customer satisfaction and dissatisfaction directly. 
The 3rd  International Conference on Business and Banking Innovations (ICOBBI) 2021 
10 
5.3. Suggestion 
1. Several steps to improve products and product 
familiarity from PT. Global Technindo Utama 
needs to be taken. This includes selecting 
trusted distributors and increasing product 
information to consumers through direct selling 
and advertising in newspapers or social media. 
2. In terms of price, PT. Global Technindo Utama 
needs to socialize to consumers that high price 
is only at the beginning, because with high 
price, consumers will pay lower monthly phone 
and cellphone bills. 
3. To improve the ability to serve customers 
appropriately and quickly as well as the ability 
to communicate, courtesy, friendly and fully 
responsible for customers, PT. Global 
Technindo Utama needs to provide training to 
employees so that competence and 
competitiveness increase. 
4. In process variable, consumers feel that the 
service process and the sequence of service 
process activities at PT. Global Technindo 
Utama did not meet customer expectations. 
Surveys or observations to customers, 
including input, opinions and feedback about 
the services provided need to be done. 
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